This study extends the conventional wisdom concerning how a commercial website can be configured to attract online shoppers, and specifically, initial shoppers. Based on past research [Inform. Syst. Res. 13 (2002) 187] and theory [Diffusion of Innovations (1995)], a number of 'form' and 'substantive' website features were assessed as to their attractiveness to consumers of varying (a) Internet experience and (b) innovativeness. A self-administered survey was completed by a convenience sample of 363 residents of the US and Canada. A discriminant analysis confirms that two functions, generally representing form and substantive features, each discriminate between (a) high and low innovativeness (DF1) and (b) high and low Internet experience (DF2). Further, those with more Internet experience show a stronger preference for substantive features than do those with less experience. But high and low experience groups do not differ noticeably with regard to preference for form features. It was also found that, conversely, the more innovative shoppers reveal a stronger preference for form features. But high and low innovativeness groups do not differ appreciably in respect to desire for substantive features. This suggests the dynamics underlying the attraction of initial Internet users to particular shopping sites. Both theoretical and practical implications of the findings are discussed. q
Introduction
It is axiomatic that, if a commercial business-toconsumer (B2C) website is to successfully generate sales, that website must have features that appeal to potential buyers (e.g. Lynch et al., 2001 ). More specifically, various observers note that a site should be structured so as to attract consumers who are most likely to be the initial shoppers at websites (Citrin et al., 2000; Goldsmith, 2001) .
A number of investigators (e.g. Goldsmith, 2001) propose that the initial online shoppers are those who are particularly innovative in this regard. Others have observed that those who shop online tend to be those who have more experience on the Internet (e.g. Horrigan, 2000) . Given that the initial shoppers at a website are the more innovative and experienced users, the question then is how to structure a website so that it appeals to those potential buyers.
The objective of this study was to explore the types of website features that draw innovators and experienced users.
Innovativeness
Innovativeness has been conceptualized and measured in a number of ways. One way (cf. Rogers, 1995) is to see it as the degree to which an individual is earlier in adopting an innovation than are other members of that social system. Another perspective (e.g. Midgley and Dowling, 1978) is to identify innovativeness in terms of the number of innovations that one has adopted at a particular point in time. There has been criticism, however, of both the former 'time of adoption' (by Midgley and Dowling, 1978) and of the latter 'check list' viewpoint (e.g. by Goldsmith and Hofacker, 1991) . In the current research, we define innovativeness as the relative willingness of a person to try a new product or service (Goldsmith and Hofacker, 1991) .
Several investigators have considered this willingness to try new products and services to be a global or generalized readiness that cuts across a number of product/service classes (e.g. Atkin et al., 1998; Eastlick and Lotz, 1999; Goldsmith, 1991; Limayem et al., 2000; Rangaswamy and Gupta, 1999; Sultan, 2002) . An alternate conceptualization is that of innovativeness as domain or product/service class specific. While one's domain specific innovativeness may at least partially flow from an underlying global/innate innovativeness (e.g. Ridgway and Price, 1994) , it is the domain specific form that usually has been found to be predictive of the adoption of numerous specific products/services (e.g. Goldsmith and Flynn, 1995; Punj and Stewart, 1983) , however.
The concept and scaling of domain specific innovativeness (DSI) of Goldsmith and Hofacker (1991) has been found to be associated with the adoption of a wide range of innovations, while its measure, the Domain Specific Innovativeness (DSI) scale, has been shown to be internally and temporally reliable and free of social desirability bias (Goldsmith et al., 1998; Goldsmith and Hofacker, 1991) , at least in the populations and situational contexts investigated. Of pertinence here, Goldsmith (2000 Goldsmith ( , 2001 , Citrin et al. (2000) , and Blake et al. (2003) applied the DSI measure to online shopping. In all four studies, the DSI was found to correlate positively with frequency of online shopping. Further, our earlier work (Blake et al., 2003) also found that the DSI was predictive of the range and variety of product/ service classes shopped. It appears, then, that domain specific innovators are especially likely to frequent new websites.
Internet experience
It has long been established (e.g. Blake et al., 2003; Citrin et al., 2000; Goldsmith, 2001; GVU, 1998; Horrigan, 2000) that those with more exposure to and longer experience with the Internet have a higher probability of shopping online. This generalization, however, may not pertain to the use of the Internet for games and other entertainments (Blake et al., 2003) .
The impact of innovativeness (as measured by the DSI) upon the probability of shopping online is apparent even when one's experience with the Internet is controlled (Blake et al., 2003; Citrin et al., 2000; Goldsmith, 2001) . However, the contribution to online shopping of Internet experience may be modest when DSI is controlled (Blake et al., 2003) . Goldsmith (2001) , in fact, concludes that innovative attitudes may be more consequential than sheer usage of the Internet. It is important, then, for the present study to assess the independent contributions of innovativeness and Internet experience to online shopping before determining their separate and combined relationships to the appeal of website features.
Appeal of website features: past studies
A number of past investigators have studied what draws online shoppers to a particular site. First, studies have identified a number of specific site features (actual or perceived) that impact website appeal. Among these features are: security (e.g. Swaminathan et al., 1999; Szymanski and Hise, 2000) , vividness (Coyle and Thorson, 2001 ) and its correlate riskiness (e.g. Bhatnagar et al., 2000; Van den Poel and Leunis, 1999) , approval by referent others, like family or friends (e.g. Shim et al., 2001) , feature organization (Bucy et al., 1999) , quality of content (Jarveena and Todd, 1997) , price (e.g. Lynch et al., 2001; Swaminathan et al., 1999) , recognizability and/or desirability of brand (e.g. Degeratu et al., 2000) , and time delay/ download speed (e.g. Yoo and Donthu, 2001) .
Other studies have analyzed the functions or roles played by specific features as they contribute to site appeal. Srinivasan et al. (2002) isolated seven functions impacting customer loyalty to a site: (1) customization; (2) contact interactivity; (3) 'cultivation' (i.e. provision of information/ incentives to extend customer purchasing over time); (4) 'care' (operationally, features that keep customers informed of the availability of preferred products and/or of the status of orders, or that minimize service description); (5) provision of a structure to facilitate exchange of opinions/ information; (6) product variety; (7) 'character' (i.e. text/ graphics/slogans, etc. projecting an image or personality of the merchant). Palmer (2002) suggested that many specific features are important to the success of a website because they contribute to a site's usability or to its media richness (i.e. its ability to communicate information). Other functions include navigability (Neilsen, 2000; Palmer, 2002; Radosevich, 1997) , communication utility (Li et al., 1999) , responsiveness (Palmer, 2002) , entertainment value (e.g. Chen et al., 2000; Eighmey, 1997; Goldsmith et al., 2001; Koufaris, 2002) , convenience (e.g. Bhatnagar et al., 2000; Swaminathan et al., 1999; Szymanski and Hise, 2000) , flow (e.g. Goldsmith et al., 2001; Nel et al., 1999; Novak et al., 2000) . Interactivity has been widely proposed as a force for site appeal (e.g. Coyle and Thorson, 2001; Haubl and Thrifts, 2000; Palmer, 2002; Schneiderman, 1997; Selz and Shubert, 1997) .
Still others have assessed the dimensions individuals employ to evaluate a site's appeal. Chen and Wells (1999) suggested that users evaluate a website along the three dimensions of how entertaining, how informative, and how organized the site is. Yoo and Donthu (2001) noted that users evaluate sites along four dimensions: ease of use, aesthetic design, processing speed, and security.
Further, several investigators have approached the issue of site appeal by categorizing consumer motives or objectives. Keeney (1999) derived 25 categories of online consumer shopping objectives. Objectives were categorized as means oriented (e.g. maximize product availability) or fundamental objectives (e.g. maximize product quality). Parsons (2002) provided a taxonomy of online shopper motives, distinguishing among the functional (e.g. convenience), personal non-functional (e.g. diversion from daily routines) and the social non-functional (e.g. communication with like minded others).
Still other typologies have been suggested, e.g. Eighmey's (1997) assessment of the perceived benefits delivered by commercial websites, Liu and Arnett's (2000) exploration of factors associated with the success of commercial websites, and the assessment of preferences for online and traditional retail formats by Keen et al. (2001) .
Despite these studies, there is no comprehensive taxonomy of appealing site features that is commonly accepted (e.g. Keen et al., 2001) , nor is there a solid theoretical or empirical basis for hypothesizing particular linkages between a shopper's innovativeness/Internet experience and the drawing power of various site features.
Website features: current framework
To be of broad value to marketing and communication practitioners as well as to more theoretically oriented basic researchers, the features, first, must be conceptualized in a manner that pertains to a wide range of commercial sites, and not just to sites for specific product classes (e.g. clothing). Second, many (if not all) of the features must be defined in concrete referents, not in terms of functions or outputs for a shopper, e.g. 'provides discounts' rather than 'provides value.' A practitioner can determine how to structure a website knowing the concrete features demanded by the target market. Knowing the functions desired, however, can leave the practitioner with uncertainty. For example, is 'good value' best achieved by low prices? By larger quantities? By better quality? Further, the use of concretely defined site features in a study facilitates respondent comprehension of the features in question. Third, in the absence of a widely accepted comprehensive categorization of appealing site features, we must include a broad ranging sample of features.
The features and functions to include are suggested by Torkzadeh and Dhillon (2002) and the extensive work of Rogers (1995) . Following up on the work of Keeney (1999) , Torkzadeh and Dhillon (2002) developed the proposition that consumer values serve as referents by which shoppers evaluate a website. Their model identifies values as either 'Fundamental objectives' (i.e. the basic goals/practices) or 'Means objectives' (i.e. instrumental in achieving more basic priorities). In a factor analysis of ratings of website features, they identified four fundamental and five means factors. The fundamental factors were: (1) shopping convenience; (2) Internet ecology; (3) customer relations; (4) product value. The means factors were: (5) product choice; (6) online payment; (7) vendor trust; (8) shopping travel; and (9) shopping errors. Two of the factors seem to relate most clearly to consumer evaluations of online shopping per se, rather than to comparative evaluations of particular websites. These two, Internet ecology (No. 2) and shopping travel (No. 8), were therefore eliminated from further consideration.
Next, given that online shopping is often identified as a case of adoption of an innovation (e.g. Citrin et al., 2000; Goldsmith, 2000 Goldsmith, , 2001 , features that reflect underlying characteristics that affect the adoption of innovations might also attract browsers or buyers to a website. Rogers (1995) has identified five overall characteristics of an innovation that tend to affect the rate of adoption: (a) relative advantage over alternatives; (b) compatibility with one's past experiences; (c) perceived complexity/simplicity of product use; (d) trialability (i.e. which allows the shopper to assess an innovation's value without a major commitment); and (e) observability of adoption by others.
From these considerations, 20 features were developed. As associated with the consumer values in Torkzadeh and Dhillon (1 -9) and the innovation characteristics in the Rogers perspective (a -e), the 20 features in the set are given in Table 1 .
Several points should be noted about this list. First, it is not assumed that features representing the same dimension in the Torkzadeh and Dhillon (2002) or in Rogers' perspective will necessarily correlate highly or form a common dimension. For example, within the Torkzadeh and Dhillon (2002) 'Product value' category or within Rogers' (1995) ) 'comparative advantage' would fall 'high quality goods' and 'low prices.' However, in the eyes of shoppers, high quality and low prices often do not co-exist in the same product (e.g. Dodds et al., 1991) . Second, an attempt was made to select features that pertained to the underlying dynamic of a category. For example, the underlying notion of the trialability characteristic of Rogers' is that if Table 1 Site features considered Wide selection and variety of products (5) Easy to find the product looked for (1) Good price incentives (coupons, frequent shopper programs, etc.) (4,a)
Fast response time from customer service (3) Customer feedback (i.e. site provides a place to learn about other customers' evaluations of the product) (d)
Return policy is easy to understand and use (3) Reputation and credibility of the company on the web (7) Credit card safety (c) Order process is easy to use (1) No tax (4, a) No language barrier (1, b) Good place to find a bargain (4, a) Download speed of page (1) Low or no charge for shipping and handling (4, a) Delivery time is short (a) Product information including FAQ's (d) (My) friends and family have been happy shopping there (b) Friends and family will like to know (my) opinion of the site (b) Website is new and different (c) Hear about it on the radio, TV or in newspapers (e) a shopper can estimate whether a product is useful without going through the cost of purchasing it, then that shopper would be more willing to try the product. In terms of site features, provision of customer feedback or of product information (e.g. by FAQ's) would play a similar role of informing the shopper about the value of a product without one's having to purchase the product. Third, the list of 20 features was not intended to be, nor does it need to be, exhaustive and/or mutually exclusive. The set does not include a variety of factors suggested to influence a site's appeal, e.g. interactivity (e.g. Palmer, 2002) , or flow (e.g. Nel et al., 1999) . These factors were not included because: (a) often the factors were functional rather than concrete in nature; (b) the factors may have represented concepts with which a survey respondent might be unfamiliar, and so cannot reliably evaluate; and (c) they were unnecessary if the principal goal of the 20 feature list is to provide broad coverage.
Anticipations
Since this was an exploratory study in a realm in which there is no previously established integrated theory, hypotheses could not be offered about how DSI and Internet experience are related to preferences for particular site features. However, it was anticipated that the relationships would reflect two underlying dynamics. First, shopping behavior-be it through online, in store, catalogue, or other channels-can be seen as a response to two distinct classes of factors. The first group of factors pertains to 'how one gets,' and the second groups to 'what one gets.' That is, the former 'how one gets' would include such form features (i.e. those features indicative of the form of the shopping interaction) as identifying an appropriate product, the ordering process, etc. The latter 'what one gets' would include such substantive features as cost, product quality, post purchase service, etc. It was anticipated that the effects of innovativeness and of Internet experience upon the appeal of site features could be different for the form and the substantive features.
Second, by definition, those with Internet experience should be more conversant with the operation of the Internet than are those with less experience. More experienced individuals may feel more comfortable with navigating online and, therefore, may feel free to pay close attention to substantive features and may feel that they no longer need to invest as much energy in monitoring form features (i.e. 'how one gets' a product).
Another anticipation was based on the premise that, as consistently observed in the past research cited earlier, the more innovative and the more Internet experienced engage more in online shopping than do those low in innovativeness and experience. Yoo and Donthu (2001) proposed that, as individuals gain experience in online shopping, they become more demanding of a website and expect better service. In the present research then, it would be expected that the more innovative and the more Internet-experienced individuals would have stronger preferences for the typical website feature compared to those low in innovativeness and Internet experience.
Method

Measures
Contained within a longer multipurpose survey questionnaire were:
(1) Innovativeness. The six item DSI scale (Goldsmith and Hofacker, 1991) . The five-point Likert format items were keyed to online shopping behavior, e.g. shopping. The first ('shopping frequency') was, 'How often, if ever, do you go online to shop (both for information or to make a purchase)? Responses (1 -6) were: 'never,' 'less than once a month' '1 -2 times per month,' '3 -5 times per month,' '6 -9 times per month,' or '10 or more times per month.' The second ('shopping usage') was: 'On average, how often do you do the following on the Internet: shopping (that is, searching for products or service information, or making a purchase)?' Response categories (1 -4) were: 'rarely or never,' 'about or less than once a month,' 'about once a week,' and 'daily.' (4) Feature preferences. Respondents were asked: 'How much would the following encourage you to shop (seek information, make a purchase, etc.) at a particular website? For each item, indicate if it would attract you: not at all (1), a little (2), moderately (3), a lot (4)'. The 20 features were then listed.
Data collection
A convenience sample of adults completed the selfadministered print questionnaire. A cover letter explained that the study, sponsored by researchers at the authors' University was attempting to explore the factors underlying Internet usage and shopping. The letter also noted that responses were anonymous and voluntary. Questionnaires were distributed by the authors' graduate students/colleagues to friends, co-workers, neighbors, etc. The student/colleagues were instructed to distribute them in such a way as to maximize demographic diversity. The questionnaires were distributed principally in Toronto, Ont., in northeast Ohio and Covington, Kentucky.
A self-administered print questionnaire was used rather than an online survey, since it was thought that an online survey would result in too few individuals with limited Internet experience.
Analyses and results
Sample
A total of 363 responded; of these, 324 met the qualification of having ever used the World Wide Web. Table 2 shows the demographic profile and Table 3 the online usage of respondents. Demographically, the group was quite diverse in age, education, and gender. A majority was fairly well educated, employed, and hailed from Ohio/ Kentucky. Further, the sample used the Internet moderately often (1 -10 h per week), but were more modest in their use of the Internet for shopping. The sample plan was successful in its objective of securing a group with diverse demographic and online characteristics.
Innovativeness
To be useful in this study, the DSI scale must be shown to be reliable and valid in this group of respondents.
The six item scale is composed of three positively and three negatively worded items. The negatively worded items were reverse scored and added to the positive items to form the individual's Innovativeness score. Scores could range from a low of six to a high of 30, with a sample mean of 15.4. Coefficient a was 0.79, indicating good internal consistency reliability. Further, if the DSI was valid in this context, the DSI scores would predict the frequency of online shopping (Goldsmith and Hofacker, 1991) . The validity of the scale was demonstrated by the correlation of the DSI scale with the Shopping Frequency question (r ¼ 0:57; p , 0:001) and the Shopping Usage item (r ¼ 0:50; p , 0:001).
Assumption verification
The study is predicated upon the assumption that both Innovativeness and Internet experience are related to the tendency to shop online. It must be verified, then, that although innovativeness and experience may be positively associated with each other (e.g. Blake et al., 2003) , each is independently predictive of the readiness to shop online. To validate this assumption, partial correlations were computed between innovativeness and the two online shopping questions when Internet experience was held constant. Conversely, the partial correlations between experience and the two online shopping questions were computed when innovativeness was partialed out (see Table 4 ).
The assumption is valid. Internet users with more experience tend to be more innovative (r ¼ 0:32; p , 0:001; n ¼ 304). More importantly, innovativeness and experience are each independently related to the propensity to shop online. Innovativeness, though, is the stronger of the two, as has been noted in our previous work (Blake et al., 2003) , and that by Citrin et al. (2000) , and by Goldsmith (2001) . Thus, we can legitimately ask whether the features that make a website appealing depends upon the Internet user's innovativeness and experience.
Shopping propensity groups
As can be seen in Table 5 , individuals were split into low (use the Internet five or fewer hours per week) and high (use the Internet more than 5 h per week) experience groups. Then, using the DSI scale, respondents were split at the sample mean into high (above 15) and low (15 or 16 -20 (%) 4 6 -9 times a month (%) 5 Daily (%) 3 21 þ (%) 7 10 þ times a month (%) 5 below) innovativeness groups. Next, respondents were eliminated due to missing data (principally due to missing feature preference ratings), providing 198 cases for analysis.
Feature preferences
The principal analysis was a multiple discriminant function, differentiating the four groups in regard to their ratings of preference for the 20 features. Since a multiple discriminant function analysis is vulnerable to distortion when substantial multicollinearity is present among the predictors (site features) and since halo effects that can haunt rating scales can produce multicollinearity, a measure of tolerance was calculated for each predictor. Scores ranged from 0.35 to 0.56, with a median of 0.41. Thus, the set of predictors was adequately free of collinearity to permit inclusion of all 20 features in the analysis.
As shown in Table 6 , two of the three functions were significant. Against an a priori probability of 0.25, 51.5% of the cases were correctly classified. Press's Q was 74.24, highly significant ðp , 0:01Þ:
The weighting coefficients and the loadings (correlations of the feature ratings with a function score) are displayed in Table 7 .
Focusing upon those loadings of 0.30 or higher, we see that the first function is defined mainly by, in order: easy to find products desired, wide selection of products, easy to order, and quick delivery. The second function reflects, in order: fast customer service, new and different site, customer feedback, price incentives, and reputation/credibility of the company.
The first function appears to represent the anticipated 'how one gets' (i.e. form) features; higher function scores are based on features that make shopping less demanding and easier. Let us define that first function as the 'convenience' evaluative dimension. The second function pertains to many of the anticipated substantive features. These features provide value (price, customer service) or allow the shopper to evaluate a product's value (customer feedback, brand name). Let us term this the 'product value' dimension.
How can the loading of the 'new and different site' feature on the product value dimension be explained? Note that the loading is positive, indicating that the wish for a new and different site is positively associated with the other indicants of value. Perhaps this loading may be traceable to the perception of online shoppers that current shopping sites may or may not provide as much value as they desire; hence, the more one wants product value, the more one wants to shop at sites that are new and different from those that are currently available online. Table 8 displays the group centroids on each function. The principal differences on the first dimension are between the high and low innovativeness groups. Highly innovative consumers want website features that make shopping more convenient. This preference is logical, given that the innovative users are the ones likely to actually shop online. Innovative users approach a website with the anticipation that they might buy the product, and hence, would want it as convenient as possible to do so. The low innovative users know that they are comparatively unlikely to actually shop sites, and so the convenience of such shopping would be a moot point.
Group differences on dimensions
The main differences on the second function are between the low and the high experience groups. Experienced users score higher, indicating that they want more product value than do the less experienced users. In other words, the relatively inexperienced users may be willing to accept less product value, the experienced users are more demanding vis-à-vis product value. This pattern is consistent with the previously mentioned hypothesis of Yoo and Donthu (2001) . Finally, it is clear that those with the greatest prospect of shopping want both convenience and product value. Those with the lowest prospect of shopping are the least demanding of the site's convenience and the product's value.
3.7. Group differences in individual feature preferences Table 9 shows the results of separate ANOVAs testing differences among user groups in their mean preference scores on each feature.
Group differences in the convenience features of wide selection, easy to find products desired, and easy ordering are consistent with the differences between high and low innovativeness groups on function 1. Differences in the product value features of fast customer service and customer feedback flow from the differences between high and low experience groups on function 2. The magnitude of these differences indicate that the distinctions between user groups are more apparent when one looks at the pattern of preferences (discriminant functions) rather than at preferences for individual features (difference among mean scores).
It should also be noted that among all groups-and not just among the low innovative-the least preferred feature overall is a site's being new and different. This is consistent with the long-standing contention (cf. Rogers, 1995) that newness of an innovation can be aversive due to the uncertainty, and, hence, risks associated with adoption of that innovation. On the theoretical level we suggest, then, that site newness plays two roles. First is the decrease in the appeal of a site caused by aversion to new and different features. The second role is the hope that a new site may offer better product value than do present sites, and this hope becomes stronger as the importance of product value increases. To practitioners these results would suggest caution in attempting to make a site new and different; new is not necessarily good, even in the eyes of innovative users.
Conclusions and implications
The 'anticipations' for this exploratory study included, first, the notion that the effects of innovativeness and of Internet experience on the appeal of website features might be different for form ('how one gets') and substantive ('what one gets') features. The discriminant analysis does reveal such a pattern, with form and substantive features generally loading on two distinct discriminant functions, and these two functions each discriminating between (a) high and low innovativeness (DF1) and (b) high and low Internet experience (DF2) (see Tables 7 and 8 ).
The second anticipation was that those with higher Internet experience would be more interested in substantive features, and less interested in form features. The pattern of centroids for the discriminant analysis partially confirms this prediction. Indeed, those with more experience show a stronger preference for substantive features than do those with less experience. But high and low experience groups do not differ noticeably with regard to preference for form features (again, the key difference for form features is between high and low innovativeness groups).
A third anticipation was based on the assumption that more innovative and more Internet-experienced individuals engage in more online shopping, an assumption that was confirmed by the present research (see Table 4 ). This third anticipation predicted that more innovative and more Internet-experienced individuals would have stronger preferences for the typical website feature than would others. This is partially confirmed with the results of the discriminant analysis, showing the high/high group to be highest in preference for form features, and second-highest in preference for substantive features. Further, the ANOVA analyses (see Table 9 ) show the high/high group to report the highest level of preference for 12 of the 20 features.
On the theoretical level, this study suggests the dynamics underlying the attraction of initial Internet users to particular shopping sites. First, the more innovative and experienced Internet users are particularly disposed to more frequent online shopping. Thus, Internet users high in both of these factors are the highest propensity shoppers, those high on one of the two would have intermediate propensity, and those low in both are the users with least shopping propensity.
Second, and more importantly, what attracts high propensity shoppers to a site is different from what draws those with lower potential. The strong innovativeness of the high propensity prospect draws him or her to the convenience features, while the extensive Internet experience leads him/her to hunt for the product value features. The two sides of the high propensity shopper impel him/her to look for different, but compatible, features. This observation suggests an important underlying dynamic for why early adopters may look for different usage benefits of an innovation than do later adopters (Venkatesh and Vitalari, 1986) .
Still further, these results suggest the pivotal role consumer innovativeness plays in driving online shopping. It has been well established (Blake et al., 2003; Citrin et al., 2000; Goldsmith, 2000 Goldsmith, , 2001 ) that a person's DSI is instrumental in Internet users' engaging in online shopping. Our earlier research (Blake et al., 2003) additionally demonstrated that innovativeness is predictive of a consumer's Internet shopping style, the variety of products for which one shops online. The present study extends our knowledge to the features that attract a person to a particular shopping site. Innovativeness, then, may well be a critical dynamic of the online shopping process.
For the practitioner, this study suggests how to structure a new shopping site to appeal to the most likely users of new sites. The high propensity sector, those high on both innovativeness and experience, is of particular concern. To do this we must consider not only those features that differentiate the high propensity Internet users from other users, but also those features about which the higher propensity shoppers agree with the lower propensity ones about the features, strong value. Restricting our attention to those features, as shown in Table 9 , with a mean value of 3.30 or higher (an arbitrary cutoff) in the eyes of high propensity shoppers, eight features are detected to be particularly appealing. Of these, three (easy to find products desired, easy ordering process, and bargains) are uniquely valued by high propensity shoppers. The remaining five (company reputation, credit card safety, no tax, low S and H charges, quick delivery) attract low propensity as well as high propensity users. These eight are the features that would be more effective in tailoring a site to meet the wishes of the likely initial shopper. A practitioner should also note that when there are differences among shopping potential groups, it is the lowest propensity group, those low in both innovativeness and experience that are least attracted to a feature. It would appear, then, that when beta testing a new shopping website, developers should screen out from the sample of consumer 'pretesters' those low in both innovativeness and experience, or at least weight their reactions less when drawing conclusions about the viability of that new website and its features. These are the Internet users least likely to actually do online shopping and, so, should not have a full 'vote' on the structure of the new site. If their views are included in the 'vote,' their inputs might lead the developer to underestimate the drawing power of the site's features.
Finally, the study suggests the value of further research into the tailoring of websites to fit the orientation of the early site visitors. More research with larger and more representative samples, guided by the emerging theoretical model, is in order. In this realm, the systematic development of a viable theory would not only have payoffs for our understanding of the dynamics of online shopping, but should also have action implications for practitioners.
